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Address Quality

 Multiple sources provide paid subscriptions
— Partnerships
— Agents

— Direct to Publisher

 Periodicals & Personal Knowledge Required
(PKR)

 Potential Postage Impact



Postage for an “average Periodical” that
does not DPV at the primary address
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Postage for an “average Periodical” that
does not DPV at the primary address
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Mallpiece Design Concerns - Periodicals

 Multiple Address Block & Placement
Scenarios

« “Space on the label”

 Pending Decision on Address Block
Orientation
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Non-address Messaging With the Same Head
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Messaging & Fulfillment Combined
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First-Class Mail Flats

Revenue Pieces Cost Per Piece
FY 2006 FY 2005 % chng FY 2006 FY 2005 % chng FY 2006 FY 2005

First-Class Mail:

Single-Piece Flats $3,730,170 $3,785,452 (1.5 | 3,405,121 | 3,572,195 4.7 % 1.10  $
Workshare Flats $ 695938 $ 588,176 13.35 993,985 909,626 522  $ 0.70 $
Nonautom. Presort Flats| $ 139,747 $ 134,109 4.2 173,905 176,370 14) % 0.80  $
Automation Presort Flats $ 556,190 $ 454,067 @ 225 820,080 733,256 11.8 $ 068 $

1.06
0.65

0.76
0.62

* Volume Observation
— In FY 2005, 80% of First-Class Mail Flats are Single Piece
— In FY 2006, 77% of First-Class Mail Flats are Single Piece

Source: RPW 2006 (Oct 1 2005, Sept 20 2006)




Malilpiece Design Concerns

e Transaction based communication,
customer activity determines if
mailpiece Is a letter or a flat.

Dynamic: potentially changes each
month

—Telecommunications Industry

—Business customers in Financial
Sector



Window Envelopes - Concerns

 New window placement requirement forces redesign of
statement page one (or addition of a page to align through the
new window).

e Cost impact of moving the window on envelopes should be
minimal. Most envelope converting equipment has flexibility
to make this window change without re-tooling expense or a
negative impact on productivity.

— Industry needs the long dimension of window to be parallel to the flap

» Booklet Example: If the window is in top 1/3rd of the envelope, that is 4”
space on the long dimension.

 Industry standard window position is 3/8” from the edge. That leaves 3.62”
for the window.

* Industry requests USPS to modify window position requirement to ensure
industry ability to put 4 -1/2* window on the mailpiece and maintain the 3/8”

clearance from mailpiece edge



Shrinking Flats Volume

Standard Flats Declining as a Percentage of

GOVT. FY
FY 2006
FY 2005
FY 2004
FY 2003
FY 2002
FY2001*
FY 1997+

Total Standard Mail

Total Standard Mail Pieces |Standard Letter Pieces

Standard Flat Pieces

102.5 Billion
100.9 Billion
95.7 Billion
90.4 Billion
87.2 Billion
89.9 Billion
76.5 Billion

62.0 Billion
60.3 Billion
56.7 Billion
52.7 Billion
50.4 Billion
50.6 Billion
41.6 Billion

39.9 Billion
40.0 Billion
38.4 Billion
37.1 Billion
36.1 Billion
38.6 Billion
34.9 Billion

Flats as % Total Standard

38.9%
39.6%
40.1%
41.0%
41.4%
42.9%
45.6%

Source: USPS Quarterly Statistics Reports; Annual Reports; *Estimates found in R97-1 and R2000-1 rate cases.



GOVT FY
FY 2006
FY 2005
FY 2004
FY 2003
FY 2002

Second Verse Same as the First
First-Class Flats Volume is Declining

TOTAL FIRST CLASS PIECES
97.6 Billion
98.1 Billion
97.6 Billion
99.1 Billion
102.4 Billion

FCM LETTER PIECES FCM FLATS PIECES

FLATS AS % TOTAL FCM

92.7 Billion
93.1 Billion
92.9 Billion
93.6 Billion
96.5 Billion

Source: USPS Quarterly Statistics Reports and USPS Annual Reports

4.4 Billion
4.5 Billion
4.6 Billion
5.0 Billion
5.4 Billion

4.5%
4.6%
4.7%
5.0%
5.3%



Automation Versus
Manual, Address
Location & Orientation

Marc McCrery

Manager, Operational Requirements
and Integration

United States Postal Service



WG #101 Proposal
Bound/Folded Flat Address

This could represent
I the front or back of

...... T T your mailpiece.
Can be left or Customer address and
Can face left or right right justified, or optional delivery
centered.
endorsement can
appear anywhere in the

address zone (top third
above the dotted line)
when the bound edge
st is aligned to the right.
7 Customer number,
........................... source code and
messaging can appear

- anywhere on catalogs.
Bound edge or

final fold
on right




WG #101 Proposal
Enveloped Flats

Top Edge (either short edge)

oo Customer address and
i optional delivery
...... T T T endorsement can
S o [ appear anywhere in the
Can face left or right right justified, or address zone.
centered, but
must not be
upside down.

Address orientation

TR | Y—— restrictions will be

Note: this opti '
ote: this option determined by the

a|SO pertains to f|ats ............................

in other types of USPS_(e.g., cannot read
containers, such as upside down when
polybags and CD at the top) based on

cases. the needs of delivery.




Address Quality and
Mailpiece Design

Gary Reblin

Manager, Intelligent Mail
Planning & Standards

U.S. Postal Service



[oF O g L g 0 g g D O e g g1

Intelligent Mail Barcode (IMB) is available for both Flats and

Letters TODAY
— Combines multiple codes into a single code (Win-Win results)

Standardized Barcodes are at the core of many Intelligent
Mail initiatives

— Use for OneCode Confirm (First-Class, Standard and Periodicals)
— Use for OneCode ACS (First-Class and Periodicals)

— Pilot participant on Seamless Acceptance

— Designing service measurement and diagnostics around use

— Available for Automation Rate discount today (embed OEL on
bundles)

— Required for Automation Rate discounts in 2009

http://ribbs.usps.qov/onecodesolution/

— Encoder Software and Fonts, IMB Specifications, Technical Resource
Guide (OEL for flat mail), OneCode Confirm and OneCode ACS
Technical Guides, Online Decoding Tool




3 Intelligent Mail Barcode (IMB)
Questions

1. What can flat mailers use IMB for today?

— Flat mailers can use IMB for the automation rate discounts (First-Class,
Standard and Periodicals)

— Flat mailers can use IMB for OneCode Confirm Services (First-Class,
Standard and Periodicals)

* Flat mailers can use IMB for OneCode ACS (First-Class and Periodicals only —
Standard Mail will be offered in the Fall of 2007)

2. Where can the barcode be placed on flat mail?
—In the same location as POSTNET today. Most mailers place the
POSTNET in the address block.

3. Are there any other requirements with IMB for flat mailers?

—Yes. If you prepare flat bundles and use the Optional Endorsement Line
(OEL), you must embed OEL digits within the Barcode ID field of the
Intelligent Mail barcode. The OEL digits are listed in the IMB Resource

Guide on the website: http://ribbs.usps.gov/onecodesolution/




Seamless Mail Acceptance
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Enhanced Verification & Feedback

Unique
Barcodes
Electronic Mail Preparation Electronic
Centralized Mailing
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. Anlintegrated Approach

Electronic Electronic
In-Process Advance
Mail Verification Notification

Scan at
Entry
Induction



Inside the Intelligent Mail Barcode

(Malilpiece)
112(3[4(5(6(7(8]|9|10{11(12/13(14{15|16|17|18({19|20|21122/23 2425|26 2728 2930|31
Type Ind|Special Svcs| Business Entity ID | Adj Field [Unique Serial Number Routing ZIP
2N 3N 6N 3N 6N 11N

Type Indicator: 2-digit mail preparer identifier (USPS or external)
& applicable barcode specification

Special Services: 3-digit field used to identify any special or

extra services

Business Entity Identifier (BEI): 6- or 9-digit unique mailer
identifier (assigned by USPS)

Adjustable Field: 3-digit field used for BEI (if 9-digit BEI), or to
assign additional unique serial numbers to mailpieces

Unique Serial Number: 6-digit field used to uniquely identify

mailpieces

Destination ZIP: 11-digit Delivery Point ZIP Code




